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YEAR TO DATE JULY 2012
2012 2011 2012 2012 Actual vs 2012

Actual Actual MYE 2011 Actual Actual vs. MYE

US$'000 US$'000 US$'000 US$'000 % US$'000 %
1,497 1,733 1,568 (236) 86.4 (71) 95.5
1,736 1,353 1,649 383 128.3 87 105.3
639 621 609 18 102.9 30 104.9
301 357 332 (56) 84.3 (31) 90.7
514 499 537 15 103.0 (23) 95.7
101 189 128 (88) 53.4 (27) 78.9
31,572 29,386 30,744 2,186 107.4 828 102.7
36,360 34,138 35,567 2,222 106.5 793 102.2
6,486 5773 6,803 713 112.4 (317) 95.3
18,701 16,961 19,116 1,740 110.3 (415) 97.8
2,757 3,229 2,811 (472) 85.4 (54) 98.1
5,998 5,617 6,197 380 106.8 (199) 96.8
36 78 30 (42) 45.9 6 121.3
14,963 13,892 15,578 1,071 107.7 (615) 96.1
48,941 45,551 50,535 3,391 107.4 (1,594) 96.8
366 353 360 12 103.5 6 101.5
821 793 813 28 103.6 8 101.0
232 198 213 34 117.3 19 109.1
33 37 37 (3) 91.2 (3) 91.1
39 44 47 (4) 90.3 (7) 84.1
101 88 95 13 114.8 6 106.5
135 37 83 98 365.3 52 163.2
1,839 2,778 1,808 (939) 66.2 31 101.7
3,567 4,328 3,455 (761) 82.4 111 103.2
88,868 84,016 89,558 4,852 105.8 (690) 99.2

MONTH OF JULY 2012
2012 2011 2012 2012 Actual vs 2012

Actual Actual MYE 2011 Actual Actual vs. MYE

US§$'000 US§$'000 US§$'000 US§$'000 % US§$'000 %
198 239 219 (41) 82.8 (21) 90.4
277 207 242 70 133.8 35 114.5
93 99 84 (6) 93.9 9 110.7
43 54 43 (11) 79.6 0 100.0
51 75 72 (24) 68.0 (21) 70.8
5 31 21 (26) 16.1 (16) 23.8
4,304 4,178 4,026 126 103.0 278 106.9
4,971 4,883 4,707 88 101.8 264 105.6
930 914 1,132 16 101.8 (202) 82.1
2,907 2,792 3,095 115 104.1 (188) 93.9
348 387 383 (39) 89.9 (35) 91.0
869 777 962 91 111.8 (94) 90.3
24 13 15 12 192.9 10 166.2
2,252 1,992 2,612 260 113.1 (360) 86.2
7,330 6,875 8,199 455 106.6 (869) 89.4
51 49 47 2 103.5 3 107.0
120 118 118 2 102.0 2 102.0
12 15 14 (2) 84.7 (2) 87.0
4 8 6 (3) 56.4 (2) 70.0
7 7 8 (1) 92.4 (1) 88.9
18 21 23 (3) 85.4 (5) 78.4
18 0 14 18 4 129.6
263 414 256 (151) 63.5 6 102.5
494 632 487 (138) 78.1 7 101.4
12,795 12,390 13,393 405 103.3 (598) 95.5


































This Leave Behind reinforces the branding, positioning, and key selling messages of
OxyContin.

e Based on positive experience with the Butrans RelayHealth eVoucher component of
the Patient Savings Program, we designed a similar program for new-to-brand
patients for OxyContin. This was introduced to the Analgesic Sales Force at the
National Sales Meeting. YTD there have been 88,764 redemptions for this program.
We are monitoring this program to measure impact on overall prescription trends,
“new-to-brand” share capture and ROL The Patient Savings Program is currently
driving a positive ROI of 4.3 and a 14.6 TRx lift per HCP. Currently 4% of total
prescriptions are redeemed with a Savings a Card and 6% through Relay Health.

e Due to changes in FDA perspective on dosing conversion tables, we needed to
remove the conversion tables in the OxyContin FPL As a result the brand team
developed changes to all marketing & sales support material that referenced the
conversion table. The new pieces will be rolled out to the field during the fourth
quarter.

e Also, brand management worked with medical/regulatory to prepare for the class-
wide REMs for extended-release opioids to identify changes to the FPI and any
corresponding changes to marketing & sales material and to determine what actions
need to be taken to comply with the class-wide REMSs.

e Sales Representatives are presenting the OxyContin “Conversions” In-service to
targeted HCP in order to educate on the appropriate patients to convert to
OxyContin.

o Over 3K In-services were presented in Q2 which is 172% of forecast

e The OxyContin Relationship Marketing Program continues from the January
targeting of 57K HCPs:
o In the second quarter, 292K eMails were sent to targeted HCPs with an open

rate of 3.6% which was above our forecasted rate of 3.0%

Targeted HPCs are sent branded OxyContin eMails every two weeks
The calls to action include Savings Cards utilization, engaging in the
OxyContin eDetails, Visiting the PurdueHCP.com, participating in the
OxyContin Conversions interactive experience, and the appropriate
prescribing of OxyContin

e 192 eDetail starts with 114 completions were achieved YTD with the three existing
eDetails
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o 10K eMails were sent recruiting HCPs to engage with the eDetails

¢ Online advertising continues for OxyContin on Google, Yahoo and Bing search
engines and major HCP websites. In the second quarter we had approximately
1.6MM search impressions leading to 22K visits to the website at a cost of $4.51, well
below our forecast of $5.18/ visit

e Display advertising started in May and yielded 1.6mm impressions leading to
2.4K visits to the website at an average click thru rate of 0.16% above the target
rate of 0.10%. During the 2nd quarter, we continued to place OxyContin Journal ads
on a monthly basis.

e A “Conversion” direct mail campaign was sent in April to Decile 8-10 OER
prescribers, broken out by Confident (35,100) and Delaying (12,345) Treaters. This
mail campaign utilized patient case vignettes to educate HCPs on the appropriate
conversion to OxyContin.

Intermezz0® Brand Team

e DPatient Savings Programs were implemented in April. These include an eVoucher
(at retail pharmacy) and Savings Card approach, similar to Butrans. Through July 7,
2,432 redemptions have been processed (1,721 for eVouchers and 711 for Savings
Cards). YTD, 30% of prescriptions filled have been accompanied by either eVoucher
or Savings Card.

e The Speakers Bureau began with nine national KOLs trained within FDA guidelines.
We have completed 26 speaker programs, with 193 attendees. We have now trained
additional regional/local KOLs (in June) and the Intermezzo Sales Force is
scheduling programs for July-December. We have budgeted for 550 programs in
2012, and will be monitoring the impact of these programs to determine ROI.

¢ Weimplemented a sampling program via mail directly to physician’s offices (those
who request samples) and we are offering a “Trial Offer” sampling program which
provides patients the ability to obtain three Intermezzo tablets free of cost. The
patient receives a prescription for the “Trial Offer” and fills this at a retail pharmacy.
YTD we have 1,141 patients enrolled in the “Trial Offer” program and 25,633 sample
orders have been received to ship to physicians offices.

e FDA approved visual aids were introduced to the sales force the week of June 25,
These pieces are designed to effectively message and position Intermezzo. Prior to
availability of the pieces, the sales force was utilizing “interim sales aids” which did
not include full graphics, detailed information from the two pivotal trials, or graphic
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depictions of the PK profiles for the 1.75mg and 3.5mg tablets. We also introduced
two assessment tools that assist the HCP in identifying patients who meet
Intermezzo’s indication. One of the major barriers to use is identification of
appropriate patients, via proper assessment. The introduction of new visual aids, as
well as the assessment tools should provide a boost to prescription trends.

e eMarketing initiatives continued in the 2nd quarter, with acceleration in June and a
series of email “blasts” which are designed to increase awareness of Intermezzo.
These reinforce the messages/ positioning seen in the new visual aids. These email
initiatives are targeting approximately 100,000 HCPs. In addition, we are focusing
efforts on 44,000 of the highest potential prescribers with a “Relationship
Management” initiative.

Laxatives Brands

e Several promotions continued in the 24 quarter
o National Consumer Sweepstakes
o Print advertising in demographic specific magazines such as Women’s Day,
Better Homes and Gardens, and Readers Digest
“At-shelf” purchase incentives such as instant redeemable coupons.
Customer Relationship Marketing (CRM) to loyal customers
Twitter campaign

Managed Care

The tables below depict the formulary status of Purdue products in three major payer
channels. Included in the tables are the percentages and number of lives in each
formulary category/tier, and a brief summary follows each channel with major
customers and developments/status changes in the 24 quarter of 2012
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Commercial Formulary Status  ~ 213 Million lives in this channel

OxyContin Butrans Intermezzo
Lives (mm) Lives (mm) Lives (mm)
Preferred /2nd tier 182.3 54.2 21.7
Preferred/3rd tier 4.7 107 92.3
Step Edit/ Prior
Authorization 11 23.8 449
Not Covered 15.2 28.3 52.4

e OxyContin (Commercial)
o OxyContin continues to maintain “best in class” access and is the only

extended-release opioid brand in its market with more unrestricted access
than restrictions
o OxyContin commercial national market share exceeds 26 %

e Butrans (Commercial) continues to achieve improved formulary access (25%
commercial lives in a preferred position).
o Three significant accomplishments in the “commercial” book of business

occurred during the 2nd QTR.

= Express Script and Medco (two of our largest pharmacy benefit
customers, which encompass over 35 million commercial lives)
approved Butrans for inclusion on Tier 2 “preferred-brand” formulary
listings. This puts Butrans at the lowest co-pay level for branded
products.

= Envision, a pharmacy benefit manager covering mid-size regional
employers has also moved Butrans to 2nd tier during the 2nd QTR

o We anticipate a greater than 30% lift in prescriptions with 2nd tier formulary
access

e Intermezzo’s (Commercial) commercial channel has been our focus from launch
o We have achieved our 2012 target of over 50% of commercial lives at 2nd tier
or 3rd tier unrestricted access.

o Westill have approximately 25% of commercial lives with some kind of
restriction before the patient can receive Intermezzo, as well as an additional
20% of commercial lives in plans where Intermezzo is “Not Covered”.

o We are continuing our efforts to reverse the restrictions by:

* implementing a rebate strategy for unrestricted access
= increased focus on clinical presentations by our Medical team
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Medicare Part D ~ 30 Million lives in this channel

OxyContin Butrans Intermezzo
Lives (mm) Lives (mm) Lives (mm)
Preferred 17.8 0.3 0.009
Non-Preferred 1.7 2.7 0.012
Step Edit/ Prior
Authorization 2.4 1.2 0.275
Not Covered 7.9 25 28.7

e OxyContin (Med Part D)
o OxyContin continues favorable formulary status for 2012 Medicare Part D
formularies with more than 58% of seniors having access to a preferred
formulary position and favorable co-pay

o OxyContin Medicare Part D national market share exceeds 21%

= Generic fentanyl patch (market share of 26.1%), generic extended-
release morphine (market share of 29.2%), and methadone (market
share of 16%) all have market share increases in the last 12 months in
this channel

= 86% of all prescriptions filled in this channel are for generics

e Butrans (Med Part D)
o Butrans has had a slow uptake in the Medicare Part D channel, due mostly to
two factors:

* The payers advocating increased generic utilization and substitution of
all brands via a “therapeutic alternative” formulary approach.
» The cost sensitivity of the senior citizen population with fixed incomes
and increasing prescription utilization with high out-of-pocket costs
o Currently, negotiations are on-going for inclusion on 2013 Medicare Part D
formularies

e Intermezzo (Med Part D)
o We are not on any formularies as of launch

o The focus of our efforts is the commercial book of business for the first year of
launch

= QOur targeted patient is 35-55 year old females, therefore not Medicare
Part D patients

=  We do not have any clinical support for use in elderly; specifically the
two pivotal trials did not include patients over 64 years old.
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Medicaid ~ 48 Million lives in this channel

OxyContin Butrans Intermezzo
Lives (mm) Lives (mm) Lives (mm)
On PDL
Formulary 1.5 2.1 7.9 2.3 438
Prior
Authorization
Required 46.8 40.3 46 Uae

The Medicaid market continues to be a channel dominated by the individual States,
generally mandating use of generics. State budget shortfalls dominate the news and
many States believe these shortfalls are accelerated by expenditures from their
Medicaid recipients.

In the last 12-15 months many States have moved their Medicaid populations to
”"Managed Medicaid”, where private commercial health plans bid to the State for a fixed
cost on a “per patient per month” basis, to financially cover the total health care for a
percentage of the State’s Medicaid recipients.

o If the health plan exceeds this monthly cost allotment, the health plan pays the
excessive cost, if the health plan’s cost is lower than the State’s per patient per month
specified amount the health plan profits.

e We are currently re-evaluating our approach to Medicaid for the 2013 contracting
process to determine if there is a rationale for bidding to “Managed Medicaid”
providers in a way that demonstrates a positive ROL

OxyContin (Medicaid)

We only have “preferred brand” formulary status in Missouri, with 1.5 mm lives.

In all other States, a prior authorization is required before a patient is allowed to have
OxyContin. In most cases, a patient must first be prescribed generic MS Contin. Only if
that “fails” due to efficacy or unacceptable side-effects, can a patient obtain OxyContin.

Butrans (Medicaid)

We had a success in the 22d QTR for Wisconsin Medicaid. They added Butrans to the
Preferred Drug list in 27d quarter, the only other products included were generic MS
Contin and generic Duragesic.
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Forecasting, Analytics and Market Research

During the second quarter, we have undertaken, or developed plans, to undertake
numerous market research projects each with the goal of driving the business through
actionable insights. For the purposes of brevity, we will list below some of the key
projects recently completed or undertaken directly associated with the top three

prescription brands.

Intermezzo Projects l Status

Objectives Results/actions

Amnalysis

impacted the Butrans launch

Sales Force Effectiveness Underway | - Quantitatively track sales rep The results, combined with
{ongoing performance/message delivery | other data, can be used to
monthly from a physician perspective. refine the details of rep-
tracking) Compare to two branded physician interactions.

competitors.

- Determine the influence that

sales reps are having on

physician behavior

Market Tracking Study Underway | Measure awareness of Determine awareness

Intermezzo in called on and non- | compared to budget

called on physicians, assumptions, determine

perceptions, and barriers to use | barriers to use, assist in

and compare to other products adapting marketing/sales

in the market. efforts. Help identify
hurdles to adoption for us to
develop mitigation
strategies.

Butrans Projects Status Obijectives Results/actions

Physician Qualitative Complete Evaluate physicians” experience | Determined that physicians

Study with Butrans. Gain insight as to | may not be targeting the

why some patients remain on appropriate patient with the

Butrans, why others leave and | appropriate dose of Butrans

why others never try Butrans. and that physicians are not

Help explain discontinuation properly titrating. Asa

rate after first month trial of result of this and pending

Butrans. quantitative study
sales/marketing has
implemented an adjustment
in messages and
promotional tactics to ensure
correct initiation/ titration.

Butrans / Nucynta-ER Completed | Determine if Nucynta-ER Nucynta-ER had an impact

on Butrans New-to-Brand
share, primarily in terms of
absorbing new patients who
could have been initiated on
Butrans.
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Butrans Persistence
Studies

Ongoing

Determine Butrans patient
persistence (length of therapy)
across cohorts over time and by
strength. Also compare to
selected opioids

Butrans persistence is
similar to other ERO's,
however, for the 5mcg
strength there is higher than
anticipated discontinuations
rates at 30 days. Numerous
actions have been taken as a
result of this work (seeking
label changes and revised
messages regarding titration
and use of the 5mcg
strength.)

sensitivity and ROI on
physician calls.

Butrans Brand Vision Underway | Evaluate Butrans and its This allows us to diagnose
competition in the opioid perceptions of and attitudes
analgesics market on key regarding Butrans in the
dimensions that affect market market against benclhumarks.
share. We can then implement new

messages or reprioritize
marketing mix to emphasize
or changes these perceptions
in order to influence
prescribing behavior.

OxyContin Projects Status Objectives :[ Results/actions

ERO Opioid Length of Completed Determine the LOT of new OxyContin's LOT has

Therapy (LOT) Project OxyContin patient and increased over time. The

compare to other ERO's. Also | average NEW patient

determine if LOT has changed | remains on OxyContin for

over time. 125 days, just above the
market average of 122 days.

ERO Marketplace Underway Conduct a analysis of market Develop plans to adapt to

(Gathering trends and “future cast” how market/physicians needs
proposals) the ERO market may be over the next 5 years.
transformed in 5 years Inform forecast for the ERO
market.
Physician Targeting Underway Determine OxyContin call Based on the information

gathered and calculations to
date, we believe OxyContin
will benefit from additional

primary calls on select high

ROI targets.
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